Illinois State University

ISU ReD: Research and eData
University Research Symposium

Research and Sponsored Programs

4-1-2022

MEASURING THE MARKETING EFFECTIVENESS OF A SPECIAL
EVENT - A CASE STUDY OF 2022 ADAPTAPALOOZA
Jonathan Olivares
Illinois State University, jroliva@ilstu.edu

Follow this and additional works at: https://ir.library.illinoisstate.edu/rsp_urs

Recommended Citation
Olivares, Jonathan, "MEASURING THE MARKETING EFFECTIVENESS OF A SPECIAL EVENT - A CASE
STUDY OF 2022 ADAPTAPALOOZA" (2022). University Research Symposium. 382.
https://ir.library.illinoisstate.edu/rsp_urs/382

This Poster is brought to you for free and open access by the Research and Sponsored Programs at ISU ReD:
Research and eData. It has been accepted for inclusion in University Research Symposium by an authorized
administrator of ISU ReD: Research and eData. For more information, please contact ISUReD@ilstu.edu.

Measuring the Marketing Effectiveness of a Special Event - 2022 Adaptapalooza
Jonathan R. Olivares (He/Him/His) – Master’s Student
Faculty Mentor: Dr. I-Chun (Nicky) Wu (She/Her/Hers), School of Kinesiology and Recreation

Introduction

Process

Results

• Adaptapalooza celebrates diversity, equity,
belongingness, and inclusion through adapted sports
and VR experiences.
• Adaptapalooza promotes these core values by offering
adapted recreation activities, including wheelchair
basketball, sitting volleyball, adaptive climbing, and
virtual reality (VR) experience.
• Adaptapalooza was hosted on Wednesday, February
23, from 5:00 – 6:30 pm at the Student Fitness Center.
• The project received a $4,500 funding from the CAST
Grant for Innovation in Diversity, Equity, Belongingness,
and Inclusion (DEBI) to support marketing efforts.
• With the grant, the event hired a marketing team of ISU
students and employed various marketing strategies
such as social media marketing, event promotions on
digital screens, flyers, post-card invitations, news
articles, emails, and announcements.

• Marketing team: one graduate student and five undergraduate
students.
• Instagram had eleven posts posted through a month period
including ten pictures and one video that highlighted the four
activities and flyer.
• Five posts were posted within the last week that led up to the
event. One post was posted after the event for an event survey.
• 30 personal invitations were handed to ISU staff that aligned with
the values of Adaptapalooza.
• 200 post-cards were passed out to ISU faculty and staff
• More than 50 Flyers were posted in McCormick Hall and
Resident Halls in classrooms and activity boards.
• Digital Screens with the marketing flyer were posted at the
Student Fitness Center, McCormick Hall, Dinning Halls, Resident
Halls, and Student Bone Center.
• T-Shirts were given as a giveaway for each student that
participated in two or more activities.

• 92 Participants attended Adaptapalooza – of 79 students and 13
faculty/staff members
• Overall respondents’ satisfaction with Adaptapalooza rated very satisfied
with 82.0% and satisfied with 16.0%
• 100% of the respondents would recommend Adaptapalooza to a friend

Significance

Activity-Based Costing

• Professors/Advisors announcements and friends/classmates/roommates
were the top two methods that respondents learned about the event.

Background

• The 2022 Adaptapalooza increases belonging and
engagement to marginalized and historically
underrepresented groups and raises awareness and
appreciation for a diverse and inclusive community.
• This project provides an opportunity to identify effective
marketing strategies for other special events alike at the
university level.

Purpose
• The purpose of this study is to measure the
effectiveness of different marketing strategies used for
Adaptapalooza and provide feedback.

Marketing Tools

Cost (including labor and printing fees)

Each Social Media Post
Customized Card Invitations
Post-Cards
Flyers
Event T-Shirts
Digital Screens
Logo

$7.50
$146.83
$125.50
$77.47
$1,686
$60
$60
Adaptapalooza

Post-Event Survey

• Three survey questions help evaluate the marketing
effectiveness:
• How you learned about the event?
• Rate your overall satisfaction with the Adaptapalooza
• Would you recommend Adaptapalooza to a friend?

• The graph shows a positive trend of followers. After four days of the
event, the account had 47 followers and the video post reached 356
accounts.

Take-Aways
• Marketing can not only rely on one tool. Instead, a great marketing plan must use many strategies from a holistic point of view.
• Word of month, flyers, digital screens, and social media are the most effective marketing tools when promoting special events on campus.
• Use campus resources that are provided from the university and other departments, most of them are free. For example, our event got posted on ISU
Instagram account many times on their Instagram stories, which reached a broader audience then we could have.
• Customized Card Invitations were the most expensive marketing tool used for the event. It was delivered to 30 staff and faculty members. This
marketing tool did bring new faculty, staff, and departments to the event for the first time of the event’s history.
• The logo took $60 of labor but it was used well since the logo was the marketing brand guide for other marketing tools.
• The marketing team received an educational opportunity with working with faculty members and experienced a real-life event - Adaptapalooza

The Project is sponsored by College of Applied Science and Technology and Grants for Innovation in Diversity, Equity, Belonging, and Inclusion (DEBI)
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Examples of Marketing Tools

Introduction
Background
•
•
•
•
•

•

Adaptapalooza was hosted on Wednesday, February 23, from
5:00 – 6:30 pm at Campus Recreation.
The study examines the 2022 Adaptapalooza because it matches
the university's core values of diversity and inclusion.
Adaptapalooza promotes these core values by offering adapted
recreation activities, including wheelchair basketball, sitting
volleyball, adaptive climbing, and virtual reality (VR).
The event was given a $4,000 marketing budget from the
Diversity, Equity, Belongingness, and Inclusion (DEBI) grant.
With the grant, the event hired a marketing team of ISU students
and employed various marketing strategies such as social media
marketing, event promotions on digital screens, flyers, post-card
invitations, news articles, emails, and announcements.
Any marketing in years past came directly from the class and
their professor that puts Adaptapalooza.

Significance
•

•
•
•

Purpose
• The purpose of this study is to measure the effectiveness of the marketing
strategies used for Adaptapalooza.

Participants & Setting

Results

• 81 Participants attended Adaptapalooza
• Members of the Illinois State University
•
•
•

Overall respondents’ satisfaction with Adaptapalooza rated very satisfied with
82.8% and satisfied with 15.5%
100% of the respondents would recommend Adaptapalooza to a friend
Adaptapalooza Instagram – after four days of the event, the account had 47
followers and one Instagram post reached 356 accounts

The possibility of recommending certain marketing tools for
special events at a university level

Process

Each social media post cost was $7.50
The post – card invitations cost $135 labor hours and $137.33
printing fee
Adaptapalooza logo and design costed $60 of labor hours

Thank You to College of Applied Science and Technology and Grants for Innovation in Diversity, Equity, Belonging, and Inclusion (DEBI)
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The study examines the 2022 Adaptapalooza because it
matches the university's core values of diversity and
inclusion.
Adaptapalooza promotes these core values by offering
adapted recreation activities, including wheelchair
basketball, sitting volleyball, adaptive climbing, and virtual
reality (VR).
Adaptapalooza was hosted on Wednesday February 23,
from 5:00 – 6:30 pm at Campus Recreation.
The event was given a $4,000 marketing budget from the
Diversity, Equity, Belongingness, and Inclusion (DEBI)
grant.
With the grant, the event hired a marketing team of ISU
students and employed various marketing strategies such
as social media marketing, event promotions on digital
screens, flyers, post-card invitations, news articles, emails,
and announcements. Any marketing in years past came
directly from the class and their professor that puts
Adaptapalooza.

Significance
•

The possibility of recommending certain marketing tools
for special events at a university level

•
•
•

Results
Bar Chart – Marketing Tools
The top two marketing tools were professors/advisors
announcements with 64.1% and friends/classmates/ roommates with
43.8% of our respondents learned about our event. Other important
figures: Flyers - 18.8%, Emails - 17.2%, advertising on digital screens
– 9.4%, Facebook – 9.4%, Instagram – 9.4%

•

Overall respondents’ satisfaction with Adaptapalooza rated very
satisfied with 82.8% and satisfied with 15.5%
100% of the respondents would recommend Adaptapalooza to a
friend
Adaptapalooza Instagram – after four days of the event, the account
had 47 followers and one Instagram post reached 356 accounts

•
•
•
•
•
•

Process
Each social media post cost was $7.50
The post – card invitations cost $135 labor hours and $137.33 printing
fee
Adaptapalooza logo and design costed $60 of labor hours

Take-aways:
• Word of Mouth was the best marketing tool for
Adaptapalooza since the two marketing tools with the
highest percentages from professors/advisors
announcements with 64.1% and friends/classmates/
roommates with 43.8%
• Post-card Invitations were the most expensive marketing
tool used for the event. The invitation were intended for
faculty and staff of Illinois State University. The event did
bring high impact faculty, staff, and departments to the
event for the first time of the event’s history.
• The logo took $60 of labor but it was used well since that
was the marketing brand guide for other marketing tools
• Educational Opportunity for the students with working
faculty members and experience with a real-life event for
undergraduate students

Examples of Marketing Tools Used

Purpose
• The purpose of this study is to measure the effectiveness
of the marketing strategies used for Adaptapalooza.

Results and the Graph

Participants & Setting

• 81 Participants attended Adaptapalooza
• Members of the Illinois State University

Thank You to College of Applied Science and Technology and Grants for Innovation in Diversity, Equity, Belonging, and Inclusion (DEBI)

